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Abstract 
The study attempts of taking a snapshot of the consumption tendencies regarding psychological services on the Romanian 
market, differentiating between compulsory (like psychological examinations for different reasons) and non-compulsory 
psychology services (mainly counselling and psychotherapy). Comparing the openness of potential consumers to both 
categories of services, the results show a rather high level of openness towards non-compulsory services and an above average 
level of perceived usefulness of such services.   
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1. Introduction 
Psychology services in Romania have a special status compared to most European countries’ markets, due to a 
seemingly potential customers’ low level of accurate information about these services, which apparently triggers 
their diminished consumption. A possible explanation of this fact lays in the abolition of psychology faculties in 
1977 under the communist regime. That measure suppressed at least 17 generations of psychologists in Romania 
and contributed in decreasing people’s knowledge about the profession and its specific activity. Another 
explanation might refer to Romanian psychologists’ too little concern and measures taken in order to inform the 
community about the work they perform and the benefits it brings to the individuals. Whatever the explanation, 
the result is that Psychology practitioners in Romania are dealing with a consumer who is not educated about the 
psychological services he/ she has access to, who does not know what to ask from a psychologist, who does not 
differentiate between the various competences of each psychologist and who selects experts according to the price 
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they practice and the closeness to their own home. Counseling, psychotherapy and clinical psychology services 
are essentially the most controversial types of services, because people appear to refuse them in a wide range of 
situations in which they are suggested to see a psychologist and tend to defend themselves using phrases like: “I 
do not need a psychologist, I'm not crazy!” or “I do not need to pay someone to give me advice, I have enough 
friends who care for me and can help me.” Or “How can I be sure that a stranger who does not know anything 
about me is likely to do me good?”. Also, defensive tendencies may occur after deciding to use the services of a 
psychologist: “I'd like to meet for a discussion, but I wouldn’t want it to be in the office. – Why not? - Because I 
wouldn’t want to be seen by someone I know and have that person believe that I am crazy”. Such defensive 
arguments do not appear if psychological services are imposed by law, which have a completely different status. 
People are not afraid that they would be considered insane if they come to the office for a psychological exam in 
order to obtain a driving license or to get employed, for example. From the consumers’ point of view, these 
services represent a mandatory step to achieve a specific objective and are comparable with the passing of a 
medical examination, which does not trigger repercussions on their reputation – except maybe in cases in which 
they fail this exam. This is why we can refer to these psychological services as compulsory ones, as people’s 
perception upon them is that they cannot be avoided. On the other hand, counselling and psychotherapy services 
are not imposed in any way by the law, they are not compulsory so to speak, as they depend on people’s will of 
asking for professional help and on their urge towards personal development. In this context, the marketing of 
clinical psychology and psychotherapy services represents a rather hot problem for all practitioners who offer 
such services on the Romanian market, since the offer is currently greater than the demand. 
2. International versus national non-compulsory psychological services market  
The fact that the offer of clinical psychology and psychotherapy services is at the present moment greater than 
the demand for such services on the Romanian market [4, 10] poses several difficulties for the practitioners, 
including the financial self-sustainability of the private practices. In other European countries the culture of 
psychological services seems to be different, given that the current demand on the market for clinical psychology, 
counselling and psychotherapy services occupies a significantly more important place in the overall demand for 
psychological services. A survey of the psychology services markets in Belgium, France, Germany, Italy, 
Netherlands and Spain, that included 21425 young adults, found that more than one person in 16 had 
psychological problems in the last 12 months – mood disorders, sleep disorders, stress disorders etc. – and 25.7% 
of them have resorted to specialized psychological help [1].  
Another study initiated by the European Federation of Professional Psychologists' Associations indicated that 
in the early 2000s half a million psychologists were functioning in the whole world (in this study, the term 
“psychologist” refers to everyone who has obtained at least a master's degree in psychology or a diploma 
equivalent to at least 6 years of professional training) and a third of them were practicing psychology in European 
countries [5]. Also, based on the fact that at that time there were estimated approximately 200,000 psychology 
students throughout Europe, a rapid growth of the professional psychology community was expected in the 
coming  years.  The  same  study  estimates  that  the  weekly  average  working  time  of  a  psychologist  providing  
counseling and/ or psychotherapy services in the private practice adds up to 12 hours. 
According to the data provided by the Bureau of Labor Statistics, in 2008 in the U.S.A. were registered on the 
labor market about 170,000 employed psychologists, of which 1/3 were working in psychology private practices 
[2]. The same study shows that clinical psychology, school counseling and psychotherapy services, which 
covered at the time 89.4% of the total offer of psychological services on the market, are constantly expanding and 
it is projected that by the year 2018 the current number of jobs in these fields will be increased with 16800 
positions. This would mean an 11% increase of the current number of psychologists, while the number of 
independent psychologists who offer counseling and psychotherapy in private practices will increase by 14%. 
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In Romania the number of psychology practitioners is steadily increasing from one year to another, as shown 
by the records of psychologists with free practice license certified by the Romanian College of Psychologists [3]. 
Although the Romanian psychology services market is far from being saturated, this inflation of psychology 
practitioners continuously exceeds the demand for such services and especially the demand for counseling and 
psychotherapy services, which seems to remain relatively low or, if increasing, it does so in a very slow rhythm, 
making market changes appear insignificant. For these reasons, clinical psychology and psychotherapy private 
practices must also concentrate on promoting their services through appropriate marketing strategies and those 
can only be identified by thorough investigation of issues related to the consumption of psychological services, 
which may reveal ways to promote them and may result into structuring marketing efforts leading to increased 
consumption of such services. Following this idea, the present study focused on investigating the consumption 
tendencies regarding psychological services and on comparing the openness to both compulsory services (like 
psychological examinations for different reasons) and non-compulsory services (mainly counselling and 
psychotherapy). 
3. Method 
3.1. Participants 
The sample consists of 160 people, aged between 19 and 64 years old, with different professional and 
geographical backgrounds (all from Romania). The research was conducted online and was promoted through ads 
or banners on different sites and through social networks. The subjects willing to answer were not limited in any 
way,  but  after  all  the  respondents’  answers  were  submitted  and  the  period  of  time  destined  to  answering  the  
questionnaire ended, the sample was selected in a layered manner from all 233 persons that replied to the 
questionnaires solicitations. The selection of the sample tried to match the main characteristics of the 
psychological services consumer profile and the stratification of the market according to these criteria, identified 
by Robert J. Illback’s [7] market study that covered several European countries, including Romania. The age 
mean of all participants is 33.66 years old and the gender distribution includes 89 (55.63%) female respondents 
and 71 (44.37%) male respondents. 71,25% (114 persons) of the whole sample has university level education, 
while 28.75% (46 persons) has high-school level education.  
3.2. Investigation 
The subjects were required to submit answers to a 10-item online questionnaire, which targeted several issues 
related to the use of psychology services that may reveal ways to promote them and may facilitate marketing 
efforts and strategies leading to increased consumption of such services. The first four items of the questionnaire 
were focused on identifying socio-demographic variables, while the other six posed questions regarding the 
openness to different types of psychological services, the situations in which one would see a psychologist, the 
perceived usefulness of these kinds of services. Both open-ended and closed-ended multiple choice items were 
used, like “In which of the situations listed below might you choose to see a psychologist?”, “You would see a 
psychologist when…”, as well as a six-step Likert scale to rate the perceived usefulness of psychological 
services: “Please circle in the following scale the number (1-6) that in your opinion describes most correctly the 
usefulness of psychology services”. At the end of the questionnaire, subjects were allowed to comment upon 
psychological services and/ or explain their answers. The situations in which people would see a psychologist 
were grouped into two categories – compulsory and non-compulsory services – and each situation indicated in 
each item received one point. Points were finally added to obtain separate scores for each of the two types of 
services. Chi square and Student tests were used to identify significant frequency and mean differences.  
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4. Results 
Half of the persons questioned presently deny the need for psychology services: 10% stated they would never 
consume such services, while 40% accept this possibility somewhere in the far future. 23,13% of the people 
completing the survey admit going to the psychologist only when in need of a proof that they are psychologically 
fit to drive, to take a course or a job (compulsory situations) or when in a very serious life situation. The 26,87% 
remaining would pay for such services when in need of personal development, parental counselling, couple 
psychotherapy etc. Chi-square was calculated in order to test the significance of the difference between these five 
answers’ frequency and results show significant differences ( 2 = 23.797; df – 4; Asymp. Sig. = .000). Also, testing 
the significance of differences between the openness scores towards compulsory and non-compulsory services 
with the paired samples t-test and Cohen’s test generated significant data to substantiate that the non-compulsory 
psychology services openness is higher than the openness to sole compulsory psychology services (see table 1).  
Table 1. Paired samples t test for difference between compulsory and non-compulsory psychology services. 
Paired Differences 
Mean 
Std. 
Deviation 
Std. Error 
Mean 
95% Confidence interval of 
difference 
t df 
Sig. 
(2-tailed) d Lower Upper 
Compulsory vs. non-compulsory 
psychology services -.7833 1.4854 .1918 .3996 1.1671 4.085 159 .000 0.71 
 
Regarding the situations in which the persons surveyed would see a psychology practitioner, these are 
congruent with the openness to compulsory versus non-compulsory psychology services. Over 50% of all 
respondents are opting for situations like social-emotional disorders (75.4%), emotional traumas or stress 
(68.4%) and deviant behaviour (57.9%) and more than a third of the sample listed both situations linked to 
compulsory psychology services – obtaining a driving license (49.1%), employment (47.4%), obtaining gun 
permits (47.4%), obtaining driving instructor license (35.1 %) – and situations linked to non-compulsory 
psychology services – conflicts in the couple relationship (49.1%), speech difficulties (42.1%), impaired memory 
and/ or attention (40.4%), sexual difficulties (36.8%), parental counselling (36.8%), sleep disturbances (33.3%), 
personal development (31.6%) and the will of self-knowledge (31, 6%). A sufficiently large number of subjects 
considered that treatment of neuro-functional illnesses lay in the competence area of the psychologist (40.4%), 
while 10.5% of them also consider that visual and hearing affecting disorders are also within his/ her competence.  
The perceived usefulness of psychological services is 4/6, because 60% of the subjects investigated accept an 
above average utility of such services. This result implies a rather high level of confidence in psychology 
services, even though half of the people surveyed reject the idea of needing psychological services in the present. 
5. Discussion 
Despite the initial assumption, the openness of potential customers towards non-compulsory services is 
significantly higher than the sole openness towards compulsory services. The result is rather surprising because 
the frequency of people who would formulate a firm request of non-compulsory psychology services is higher 
than the rate of 25.7% representing the psychology services firm demand in similar situations made in Western 
European countries [1]. This means that the Romanian counselling and psychotherapy services market has a lot 
of potential in matching the current offer of such services. As a result, psychology practice marketing should be 
oriented primarily on these services and consumers should be taught the benefits that access to counselling and 
psychotherapy services could bring on a personal level on short, medium and long term [6]. 
Although more than 26% of potential customers testify that they would ask for professional help from a 
psychologist  in  any  case  they  fail  to  manage  on  their  own,  not  all  of  them  recognize  which  exactly  are  those  
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situations that fall in the competence area of a psychologist. Including within the psychologist’s sphere of 
competence neuro-functional illnesses and visual and hearing affecting disorders demonstrates that there is still 
sufficient misinformation about this profession, even among those with a higher level of education. Therefore, an 
effective and synchronized marketing strategy of all clinical psychology and psychotherapy practices should start 
with a well-defined program targeted to inform people about the psychological services offered. In this respect, a 
properly done consumer education requires a detailed description of those everyday life situations which 
potential customers are likely to face and in which they are likely to need help in order to restore their emotional 
balance  [6].  As  a  person  who  experiences  a  toothache  knows  that  he/  she  must  consult  a  dentist  and  not  a  
dermatologist, likewise that person should learn that sleep disorders are often a consequence of emotional 
disorders that fall within the competence of the psychologist, while visual or hearing impairment (unless 
hallucinations) does not fall within this area of expertise. 
Despite the declared need for psychological services, the sample’s level of trust and perceived usefulness in 
such services is above average, thus proving that negative aspects of the social representations regarding the 
clinical psychology and psychotherapy activities can be minimized by underlying everyone’s need for such 
services – need that is not necessarily linked to insanity as some people might think. Counselling and 
psychotherapy services marketing should thus focus also on informing the potential consumers about the 
implications of leaving a psychological issue untreated. As most people know that a limb fracture cannot be 
treated with tea, they should also learn that anxiety or depression do not go away by themselves. 
On a longer term the marketing strategy of clinical psychology, counselling and psychotherapy services can 
also be directed towards attracting the other 23.13% of the potential consumers, which argue that they would only 
access the services of a psychology practitioner in case of crisis or a very serious life situation. In their case, the 
mere awareness of psychology services’ benefits is not enough to convince them to demand such services, 
because they do not perceive themselves as needing such services [10]. Thus, marketing should in this case be 
oriented towards educating the need for counselling and psychotherapy services [8, 9]. 
Given the major role that the consumer plays in controlling the success of psychological approaches, 
marketing strategies for promoting such services should focus on their needs. An effective marketing of 
psychology services presents a double advantage: on one hand, it helps the consumer, the person who needs help, 
to find a suitable practitioner and to get satisfaction and on the other hand, it helps the psychologist, the one who 
provides the service, to gain notoriety and get rewarded for the effort. The results of the study reveal the openness 
towards counselling and psychotherapy services on the Romanian market and have practical implications in 
efficient planning of marketing activities in order to promote non-compulsory psychology services.  
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